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OBJECTIVES AND 


PIbh Objective ; MBintsin nBtioriBl swareness 

• Virginia Slims smokers 

• Competitive female smokers 
Audience 

• FS25-44 


Communication Goals 

• Strong sustaining levels to portray big brand 
image 
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I. MEDIA OBJECTIVES AND 
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Geography 

• National base with heavy-up support in key 
markets 

- Mfety Defense markets 


Charlotte 

Jacksonville 

Hawaii 

Nashville 

Pittsburgh 

Richmond 


Dallas/Ft, Worth 
Harrisburg 
Lake Charles 
New Orleans 
Raleigh/Durham 
Toledo 
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I. MEDIA OBJECTIVES AND 
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Corporate Pool markets 

• Atlanta Baltimore 

• ‘ Chicago Dallas/Ft Worth 

• Los Angeles Miami 

• NY/NJ Richmond 

• Washington, DC 


V--^’ 
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/. MEDIA OBJECTIVES AND 
STRATEGIES 



m Scheduling 

■ • Continuous full year presence 

|| • Special emphasis during promotional months 


■ - February, July (V-Wear) 

- October (BOD) 

■ Ethnic 

• African-American plan scheduled by Advertising Experti 

- 9.5% of VS Smokers/ 7.3% Volume 

• Hispanic not separately supported at this time 

- 1.4% of VS Smokers/.9% of Volume 
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II. PRINT 

SELECTION CRITERIA 


Entertainment 
Fashion / image 
General Editorial 
Home Service 
Music 








W/oman’s General 
Interest 

Women’s Service 
Newsweeklies 
Regional Titles 
Supplements 


m 

*** 
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II. PRINT 

SELECTION CRITERIA 









CRITERIA #1 
Cost Efficiency 

• <$75 FS25-44 CPM for “General" titles 

• < $150 FS 25-44 CPM for “Image” titles 

Tools^_^ 

• 1994 MRI Doublebase 

• Philip Morris negotiated Costs 
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II. PRINT 

SELECTION CRITERIA 

iSt RITERIA #2 
Median Age 

• Within the desired audience segment (FS25-44) 

• Need older and younger titles to satisfy entire audience 

m Tools 

• Print A udfence study prepared by Leo Burnett 
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Audience Coverage 

• > 1.0% FS25-44 coverage 

- Percent of FS25-44 reading the publication 

- Higher coverage titles help meet reach goals 

Tools 

• 1994 MRI Doublebase 


PRINT 

RIA 
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II. PRINT 

SELECTION CRITERIA 
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Criteria m 


Audience Selectivity Indices 

• > 90 for FS25-44 

- “Fish where the fish are” 

Tools 


1994 MR! Doublebase 
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Smoker Selectivity Indices 


• >100forFS18+ 


Toos 


1994 MR! Doublebase 


PRINT 

RIA 


99K99 1.^03 



Burnett 


9/7/95 


Source: https://www.industrydocuments.ucsf.edu/docs/qzkn0004 










II. PRINT 

SELECTION CRITERIA 

Ikiil 

CRITERIA #6 

mm Competitive Presence 

• Misty and Capri titles 

m Tools 

• LTS Syndicated Research (Lynch Transcription Service) 

- Report monthly on magazines, ROP, and supplements 
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II. PRINT 



TERIA #7 

Editorial Environment 




• Synergistic with image v 

• Appropriate editorially for FS25-44 

Jj> 

Tools v- 

• 1994 MR! Doublebase (Story Finder) 

• Print representatives 

• Editorial calendars 
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II. PRINT 

SELECTION CRITERIA 


WRITER!A #8 


Reproduction Quality 

• Paper stock of magazine 

Tools 


Actual magazine 



69171-99 VIOZ 


Burnett 


9/7/95 


Source: https://www.industrydocuments.ucsf.edu/docs/qzkn0004 









Source: https://www.industrydocuments.ucsf.edu/docs/qzkn0004 












II. PRINT 
CITYBOOKS 




Misty Defense markets 

• D Magazine 

• Honolulu Magazine 

s 

• Louisiana Life 

• Nashville Life 

• New Orleans 

• Richmond Magazine 
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Corporate Pool markets 

• Atlanta Magazine 

• Buzz Magazine 

i 

• Chicago Magazine 

• LA Magazine 

• Ocean Drive 

• /Vew York Magazine 
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II. PRINT 

ASK VIRGINIA PROGRAM 


Solicited 11 relevant magazines to 
submit proposals 

• 12 month rate packages 

• Merchandising dollars 

• Added value programs 

• Positioning opportunities 
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II. PRINT 

ASK VIRGINIA PROGRAM 
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Burnett 




Selected 7 magazines in 4 categories 

• Fashion 

- Cosmopolitan 

- Vogue 

- Marie Claire 

i 

• Women’s Service 

- Redbook 

- Ladies Home Journal 

• Women’s General Interest 

- New Woman 

• Weeklies 

- People 
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PRINT 

VIRGINIA PROGRAM 


African American effort 

• Essence 

• Black Elegance 
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OOH 


Focused 1995 OOH efforts in two areas 


Mistv Defense Markets 


-#50 -#75 showing levels 

- Premium inventory in 9 key Virginia Slims 
markets >100 SDI 


- #100 showing level to effectively combat Misty 

- Markets defined by brand, based on Virginia 
S/ims and Misty market performance 

■ Corporate Pool Markets 
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III. OOH 

■ Media One (In Store) 

• Backlit signs placed above grocery store 
mm checkout aisles 

• 3 cycles (July, August, November) 

• Market list includes 1,288 stores in 10 
Misty Defense markets 

• Generates names for Virginia Slims 
database 
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GENDS TOUR 
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Extension of the Virginia Slims tennis tournament 

Celebration of “legendary’’ women in tennis and 
pi u sic 

four to take place in 6 cities around the United 
States 

• Tampa 

• Charlotte 

• Richmond 

• Oklahoma City 
Houston 
Delray Beach 
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IV. LEGENDS TOUR 

■ Tour is being promoted through the 
1 ^ following avenues: 

WmPaid regional ads/ copy splits 

m Free space for tour mentions (PR) 

a OOH 

• OOP 30 sheets in Legends tour cities 
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Virginia Slims will spend $17.5MM in print 

Continuous national print effort throughout year 
Heavy-up in key Virginia Slims trading areas 

• City Books 

• Supplements 

• FSIs 
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VII. SUMMARY 
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Virginia Slims will spend $9.9MM in OOH 
Support 19 key outdoor markets 

• Misty Defense markets (12) 

• Corporate Pool markets (7+ 2 Misty Defense) 
5 months of outdoor support 

• February, May, July, October, December 
Media One program 

• Help support franchise at point of sale 
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